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Some  Evidence  of  ‘Radicalism? 

HILE  we  have  been  inclined  to 
more  or  less  accept  the  belief  that 
there  is  a good  deal  to  the  idea  of 
the  older  generation  that  Youth 
has  gone  wild,  we  have,  however, 
within  the  past  week  run  into 
evidence  which  makes  us  wonder  if  we  are  not 
wrong,  and,  that  there  may  be  “hope  for  parents.” 

Recently  we  opened  a magazine  from  which 
we  learned  the  fact  that  in  the  freshman  class 
of  a great  University,  which  is  generally  credited 
with  being  one  of  the  leaders  in  affairs  collegiate, 
more  than  one-third  of  the  entering  body  of 
students  expected  to  work  their  way  through 
college.  Not  much  sign  of  revolution  and  wild- 
ness there! 

Within  a few  days  an  older  graduate  was 
addressing  a body  of  college  men  and  made  the 
statement,  “If  you  want  to  see  conservatism 
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just  suggest  to  a group  of  college  boys  that  they 
act  in  a manner  different  from  accepted  tradition. 
You’ll  receive  in  reply  a negative  explosion  of 
no  uncertain  strength.” 

But,  perhaps,  this  is  too  much  of  the  college. 
How  then  about  the  young  lady  of  flapper  age 
who  can  worm  a high-powered  Packard  through 
dense  traffic  at  high  speed,  who  made  the  remark 
“that  after  all  she  had  come  to  the  conclusion 
that  there  was  a good  deal  more  to  life  than 
merely  wearing  short  skirts.” 

♦ ♦ ♦ 

Bond  Papers  in  Broadside  Campaign 

From  recent  experiences  of  our  own  we  can 
recommend  the  use  of  Bond  Papers  in  a broad- 
side campaign. 

Where  half-tones  are  not  a requirement — al- 
though they  can  be  used  with  careful  printing — 
and  where  the  quantity  is  not  great  enough  to 
make  “offset”  advisable,  the  large  assortment  of 
colours  gives  an  opportunity  to  vary  a series  of 
mailings  at  practically  no  extra  expense. 

Also,  another  feature  is  the  fact  that  where 
return  coupons  are  used,  the  surface  of  bond 
paper  seems  to  make  the  dotted  line  more  in- 
viting to  fountain  pens. 

WHERE  COLOUR  WOULD  HAVE 
SAVED  TIME 

A further  experience  pointed  definitely  to  an 
opportunity  to  use  colour  which  we  overlooked 
and  presents  a suggestion  in  advertising  printing 
as  to  coupons. 


THE  CREST 


3 


‘V'*2?^c^o'‘ 

We  received  so  many  coupon  requests  for  the 
Howard  Smith  Manual  that  their  filing  as  to  list 
classification  took  considerable  time.  As  our 
mailing  list  has  several  divisions,  a great  deal  of 
time  would  have  been  saved  had  we  had  the 
printer,  as  the  quantity  for  each  classification 
was  run,  change  the  colour  of  the  paper.  Then 
coupons,  when  they  came  to  us  would  auto- 
matically by  their  colour  almost  have  classified 
themselves. 


The  Rising  Tide  of  Colour 

THE  kitchen,  the  pantry  and  the  bathroom 
have  blossomed  forth  like  summer  gardens” 
and  the  average  consumer  to-day  moves 
amid  a rainbow  of  brilliantly  coloured  articles. 
The  stove  puts  off  its  sombre  garb  and  emerges 
arrayed  in  an  attractive  colour  scheme  while  the 
icebox  across  the  way  is  in  decorative  harmony. 
Tin  pans  appear  in  apple-green  shades  and  pots 
in  mandarin  red.  Nor  is  it  only  the  housewife 
who  is  surrounded  by  all  the  colours  of  the 
spectrum.  The  typewriters,  the  fountain-pens, 
the  automobiles  and  the  golf  balls  of  the  business 
men  are  now  supplied  in  a wide  range  of  tints  and 
hues.  Even  the  coal  bin  has  felt  the  effect  of  the 
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colour  wave,  for  now  one  great  company  has 
placed  in  an  experimental  market  their  new 
product — Blue  Coal. 

The  first  intimation  of  the  present  rise  of 
colour  came  some  years  ago  in  women’s  dresses 
and  women’s  hosiery,  though  in  the  latter  case 
this  perhaps  was  due  to  the  fact  that  hosiery  was 
beginning  to  be  more  and  more  seen.  However, 
the  value  of  the  colour  appeal  to-day  cannot  be 
questioned.  Manufacturers  of  coloured  prod- 
ucts are  not  putting  them  on  the  market  simply 
to  aid  the  cause  of  art  and  aesthetic  beauty. 
Coloured  products  are  being  manufactured  prim- 
arily because  they  are  increasing  sales.  That 
is  the  fundamental — probably  the  only — reason 
for  their  existence. 

The  addition  of  an  extra  colour  or  the  substi- 
tution of  coloured  pictures  for  black  and  white 
drawings  in  sales  pamphlets  and  booklets  has 
time  and  again  proved  most  effective.  The  use 
of  coloured  paper,  too,  demands  consideration. 
For  office  forms  and  files  a colour  system  is  of 
course  well  nigh  indispensable,  but  there  may 
be  a place  for  coloured  paper  outside  the  office, 
in  mailings  that  go  to  prospective  customers. 

Coloured  papers  for  letterheads  and  direct 
mailings,  as  well  as  being  helpful  in  achieving 
desired  effects  in  design,  give  attention  value  to 
the  printed  piece  and  can  be  effectively  used  to 
link  up  the  message  with  the  individuality  of  the 
product  and,  above  all,  can  provide  a distinctive 
atmosphere  and  make  a particular  appeal  to  the 
prospect.  Certainly  their  use  is  worthy  of  con- 
sideration in  view  of  the  present  popular  colour 
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trend  in  everything  from  bathtubs  to  type- 
writers, and  they  are  easily  obtainable,  for 
Beaver  “S”  papers  are  supplied  in  all  necessary 
colours. 

♦ ♦ ♦ 


How  Much  of  a 

Salesman's  Time 

is  Productive  f 


For  some  time  toe  have  had  in  out  file  for  use  this  article 
from  the  **Y  and  E'*  Idea: 


AN  interesting  analysis  of  how  an  average 
salesman’s  time  is  spent  was  made  in  a 
recent  publication,  and  it  is  worth  a close 
study  by  sales  representatives.  Here  is  the 
analysis : 


Working  days— (Less  holidays,  vacations, 

sickness,  etc.) 265  days. 

Working  hours,  265  days  at  8 hrs.  per  day  . . . 2,200  hrs. 

Time  spent  in  getting  around — 80%  of  time.  . 1 ,696  hrs. 

Weekly  time  spent  getting  around ...........  33  hrs. 

Time  spent  with  prospect — 20%  of  time 425  hrs. 

Weekly  time  with  prospect 8 hrs. 

Conscientious  calls  per  week 32  calls 

Time  per  call 15  min. 

Real  interviews — one  half  the  calls. ..........  16  calls 

Favourable  results — one  half  interviews. .....  8 calls 

Time  in  favourable  results— 8 calls  at  1 5 min . 2 hrs.  per  week 


“According  to  this  report  but  1.2%  is  spent 
by  the  salesman  productively  as  far  as  imme- 
diately favourable  results  are  concerned. 

“The  salesman  who  reads  this  will  naturally 
ask,  “How  can  I increase  my  productivity?” 
Probably  the  best  answer  that  can  be  given  is 
to  tell  the  salesman  to  make  an  analysis  of  his 
own  time.  How  is  it  spent  ? Does  he  spend  too 
much  time  getting  to  see  his  prospects?” 


And  then,  as  many  manufacturers  have  found, 
the  use  of  salesmen’s  time  for  introduction  and 
explanatory  work  can  more  cheaply  be  accom- 
plished by  advertising,  in  which  direct  mailings 
play  a prominent  part,  leaving  to  the  salesman 
the  work  of  “closing  orders”  where  the  value  of 
the  product  and  its  features  are  already  known. 


Advertising  Does  Pay 

WHO  is  the  better  qualified  to  judge  of 
the  value  of  advertising — the  small, 
self-contained  merchant  who  never  ad- 
vertised and  therefore  from  the  dearth  of 
his  experience  says  “advertising  doesn’t  pay,” 
or  the  President  of  the  Campbell  Soup  Company 
who  speaks  as  follows  ? — 

“In  1898  the  output  of  the  Campbell  Soup 
Company  was  500,000  cans  for  the  entire  year, 
“Now — 18,000,000  cans  are  produced  in  one 
week. 

“In  1898  the  expense  for  salesmen  was  71/2 
per  cent,  and  for  advertising  14  per  cent  of  the 
selling  price. 

“Now — the  cost  for  salesmen  is  2^/i  per  cent, 
and  for  advertising  less  than  3 per  cent,  making 
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a total  selling  cost  of  5 per  cent,  or  2|/^  per  cent 
less  than  it  cost  for  salesmen  alone  in  1 898. 

“The  advertised  price  for  Campbell’s  Soup 
is  twelve  cents  a can  anywhere  in  the  United 
States.  This  pays  for  the  cost  of  the  materials, 
the  manufacturing  charges,  the  transportation 
cost,  and  the  profits  of  jobbers  and  retailers. 

"The  cost  of  advertising  in  a single  can  of 
soup  is  seventeen  one-hundredths  of  one  per  cent. 

“Advertising,  and  advertising  alone,  has  made 
this  possible.’’ 

— From  the  Dummy  (Hudson  Valley  Paper  Co.,  Albany,  N.Y.). 

• ♦ ♦ 

The  Magic  Sequence 

WHY  worry  with  the  problem  of  what 
makes  a salesman?”  said  one  gentleman 
friend  the  other  day,  “when  the  funda- 
mentals of  what  makes  a sale  are  so  easy  to 
build  on.” 

He  coughed  a couple  of  times  and  we  waited 
for  the  answer. 

“Oh,  it’s  nothing  very  new,”  he  said,  “but 
I’ll  venture  to  state  that  75  per  cent,  of  the  men 
who  are  selling  to-day — this  very  day — have  for- 
gotten the  magic  sequence  through  which  the 
buyer’s  mind  must  go.” 

“All  right,  let’s  have  it,”  we  asked  eagerly. 
“Well,  it’s  just  the  old  thing — Attention — 
Interest — Conviction — Action — it’s  so  old  I’m 
afraid  to  mention  it,”  he  apologized. 

“No,  you’re  quite  right,”  we  replied,  as  recal- 
ling this  formula  which  had  been  presented  to  us 
on  our  first  sales’  birthday,  we  remembered  we 
hadn’t  thought  of  it  for  at  least  six  months. 
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THE  interest  of  printers  and  buyers  of  print- 
ing and  stationery  supplies  in  the  Howard 
Smith  Manual  for  Printed  Forms,  which  is 
now  being  mailed,  is  strikingly  exemplified  both 
in  the  numerous  suggestions  which  have  been 
submitted  for  inclusion  in  the  book  and  in  the 
large  number  of  requests  for  copies  which  have 
been  received. 


The  Manual  will  serve,  it  is  confidently 
expected,  as  a valuable  working  companion  for 
all  buyers  of  stationery  supplies  and  all  users  of 
printed  forms,  while  it  should  reveal  to  many 
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other  business  men  the  possibilities  for  improve- 
ment in  their  own  organizations  through  the 
use  of  some  system  of  forms. 


In  order  that  forms  may  be  used  properly  and 
economically  it  is  essential  that  some  thought 
be  expended  upon  planning  them.  Therefore, 
an  attempt  has  been  made  in  the  Manual  to 
outline  the  various  factors — layout,  spacing, 
notations,  etc. — which  should  be  given  considera- 
tion before  the  plan  of  a form  is  accepted  to 
become  part  of  the  company’s  business  routine. 

Then,  the  size  of  the  form  is  dealt  with,  and 
certain  accepted  customs — as,  for  example,  in 
connection  with  the  standard  simplified  invoice 
form — presented.  Qualities  of  paper  for  differ- 
ent requirements  are  given  at  some  length  and 
the  advisability  of  using  coloured  paper  systems 
is  discussed. 

As  well  as  general  information  on  the  use  and 
requirements  of  forms  and  stationery  supplies, 
numerous  suggestions  from  users  of  forms  are 
incorporated  in  the  book.  These  come  from  all 
kinds  of  business  organizations  and  from  all  parts 
of  the  Dominion.  In  them  are  outlined  details 
of  particular  types  of  forms  which  these  com- 
panies have  found  especially  valuable  for  certain 
types  of  work.  Many  of  these  suggestions  are 
accompanied  by  illustrations  of  the  forms  in 
question. 

Thus,  the  Manual,  dealing  as  it  does  with  such 
subjects  as — The  Present  Use  of  Forms  in 
Canadian  Business;  When  a form  is  necessary; 
Suggestions  as  to  design  and  methods;  Paper 
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selection;  Printing  requirements;  and  Recom- 
mendations and  experiences  of  others,  can  hardly 
help  but  be  of  real  value  to  any  business  which 
is  either  already  using  a system  of  printed  forms 
or  which  might  find  it  wise  and  profitable  to 
establish  such  a system. 

If  you  desire  a copy  of  the  Manual  and  have 
not  as  yet  been  listed  to  receive  one,  please  write  us 
immediately. 

♦ ♦ ♦ 

Like  Lawyers , Doctors  and  Others 

JUST  as  lawyers  die  without  wills,  doctors, 
because  they  will  not  take  their  own  medicine 
and  financial  men  lose  money  through  poor 
investments, — so  also  perhaps  the  experience  of 
an  advertising  specialist  is  apropos. 

“But,”  said  the  paper-making  friend,  “you 
are  in  the  business  of  ideas  and  impressions. 
You  ought  to  use  “Krypton”  for  your  letter- 
heads.” 

“Pretty  expensive,  isn’t  it?”  countered  the 
A.S.,  just  beginning  his  own  business. 

“How  much  more  than  Progress  do  you  really 
think  it  is?”  queried  the  paper-maker  and  in  a 
few  seconds  of  figuring  showed  that  it  was  less 
than  five  dollars’  difference. 

The  advertising  fellow  admitted  that  he  should 
have  realized  that  an  aristocratic  representation 
really  cost  very  little  more,  which,  of  course, 
indicates  that  he  was  something  like  lawyers, 
doctors  and  others. 
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A Great  Canadian  Institution 

The  Toronto  “Ex” 

TORONTO  is  outstandingly  famous  for  the 
Canadian  National  Exhibition. 

For  many  years  this  event  has  gradually 
marched  forward  in  attracting  increasing  num- 
bers of  visitors.  Last  month  the  Golden  Jubilee 
of  this  large  undertaking  was  celebrated,  and 
during  the  period  of  the  Exhibition  approximately 
two  million  people  passed  through  the  gates  in 
fourteen  days. 

Commenting  editorially  on  this  Toronto  fea- 
ture, the  Montreal  Gazette  at  the  beginning  of 
the  Exhibition  ran  the  following  editorial: — 

“Toronto’s  great  fair,  the  Canadian  National 
Exhibition,  is  now  in  full  swing,  having  been 
formally  opened  by  Lord  Willingdon,  the 
Governor-General,  on  Friday  last.  This  year, 
particular  interest  attaches  to  the  event  in  that 
it  is  the  golden  jubilee,  and  the  directors  have 
sought  to  make  their  show  even  more  attractive 
than  usual.  There  is  nothing  small  about  the 
exhibition  in  the  Ontario  capital;  in  fact,  there 
have  been  world  fairs  that  made  much  more 
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noise  and  that  did  not  present  any  greater 
spectacle  to  the  beholders  from  far  and  near. 
The  directors  of  the  Toronto  Exhibition  have 
always  been  ambitious  and  on  the  alert  for 
notable  personages  to  lend  their  countenance  to 
the  undertaking.  In  the  Gazette  of  August  28, 
1 878,  there  was  printed  a despatch  from  Quebec 
saying  that  among  the  visitors  in  town  were 
Mayor  Morrison  of  Toronto  and  Hon.  David 
Christie,  who  had  gone  there  to  secure  the  con- 
sent of  Lord  Dufferin,  the  then  Governor-General 
of  the  young  Dominion,  who  was  staying  at  the 
Citadel  for  a time,  to  open  the  Toronto  Fair.  The 
mission  was  a success  and  the  representatives 
went  away  in  a happy  mood.  Since  then  the 
wide-awake  managers  have  always  seen  to  it  that 
each  annual  exhibition  was  graced  by  the  pre- 
sence of  a personage  who  loomed  large  in  the 
public  eye.  The  Prince  of  Wales  has  been  an 
honoured  guest  in  recent  years. 

“Toronto’s  exhibition  started  on  a small  scale 
and  grew  into  its  present  dimensions  as  the  years 
passed.  The  foundation  was  solid  and  exper- 
ience has  taught  the  directors  lessons  that  have 
been  applied  with  success.  The  Exposition’s 
permanent  buildings  now  number  ninety-nine  and 
they  are  located  in  a series  of  parks  and  gardens 
which  occupy  an  area  of  350  acres  on  the  shore 
of  Lake  Ontario.  It  is  an  ideal  site  in  the  chief 
city  of  the  great  agricultural  and  industrial 
province  of  Ontario.  The  golden  jubilee  sees 
the  exhibition  an  established  institution  in 
Canada  and  its  history  warrants  the  prediction 
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that  the  progress  will  be  continued  and  that  the 
fair  will  live  to  see  its  centennial  a half  century 
from  now.” 


The  Specialty  Shop  Creates  Atmosphere 

IF  the  “Specialty  Shop”  succeeds  it  probably 
does  so  from  its  ability  to  create  atmosphere 
as  much  as  from  any  other  reason.  When  the 
seasons  of  Autumn,  Christmas  and  Spring  come 
around  in  their  turn  one  notices  the  lure  of 
“Specialty  Shop”  advertising  created  by  colour, 
texture  and  appearance  of  paper  as  well  as  type 
and  illustration.  We  have  been  noticing  at  our 
home  address  the  frequent  use  of  “Themis  Text” 
to  meet  the  need  of  these  advertisers;  in  fact  so 
many  examples  of  fine  printing  and  good  adver- 
tising have  come  to  us  that  space  will  not  permit 
of  the  mention  of  a long  list  of  examples. 

♦ ♦ ♦ 

IV hy  Do  They  Do  It? 

— A well-known  agency  man  tells  me  that  his 
wife  wrote  to  a corset  concern  in  Ye  States 
whose  advertisement  she  had  seen  in  Good 
Housekeeping.  The  booklet  she  had  asked  for 
was  sent  along  with  a letter  at  the  bottom  of 
which  was  a space  to  fill  in  the  address  of  the 
nearest  store  where  the  goods  could  be  procured. 
The  address  filled  in  was — Dominion  Corset 
Company,  Quebec,  Que.  And  the  lady  lives  in 
Hamilton ! — Market  ing. 
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Advertising  A Series  of  Products 

WE  know  a manufacturer  whose  annual 
advertising  campaign  is  made  up  to 
promote  the  sale  of  a series  of  products 
which  are  part  of  an  extensive  line,  and  which 
in  saleswork  must  each  carry  its  own  effort. 

Every  one  of  these  products  has  as  part  of  its 
publicity  a blotter.  Wonder  is  that  more 
advertisers  do  not  appreciate  the  cheapness, 
effectiveness  and  easy  distribution  of  blotter 
advertising.  These  enclosures  have  an  un- 
canny way  of  staying  around  in  the  prospect’s 
line  of  vision  for  more  than  the  passing  moment. 
♦ ♦ ♦ 


Are  V aluahle  Sales  Arguments 
Being  Overlooked f 


THE  other  fellow  doesn’t  really  spend  much 
time  thinking  about  your  product  unless 
you  make  him.  Perhaps  he  is  busy  thinking 
about  his  own  manufacturing  difficulties.  Per- 
haps time  is  crowded  in  the  home. 


When  one  has  “sat  in”  on  many  business  con- 
ferences, there  is  borne  home  the  fact  that  many 
things  which  the  manufacturer  knows  to  exist 
in  his  product  and  which  represent  factors  of 
value  are  not  in  their  turn  known  to  the  pros- 
pective buyer. 


Points  of  superiority  in  minor  things  are  not 
stressed  in  advertising.  Good  features,  which 
Manufacturers,  Limited  know  in  their  own 
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office,  are  not  in  the  minds  of  thousands  of 
Mrs.  Spenders. 

It  takes  pressure,  it  takes  weight,  and  subtlety 
is  required  to  wedge  into  the  circle  of  mental 
activity  during  the  busy  hours  of  daily  existence. 

Some  advertisers  have  found  that  concen- 
trated sales  and  advertising  efforts  produce 
greater  profit  than  widespread  publicity  and 
casual  trade  support. 

♦ ♦ ♦ 

With  the  rising  tide  of  Canadian  prosperity 
there  is  recorded  a growing  increase  of  importa- 
tions. We  must  watch  the  Canadian  trade 
balance  to  extend  our  periods  of  good  times. 
“Made  in  Canada”  should  still  be  the  first 
syllables  of  Canadian  buying. 


Warning 


My  wife  asked  me  to-day  — “How  about 
ordering  our  Christmas  cards?” — Not  a bad 
thought  either,  for  those  concerns  which  make  a 
practice  of  mailing  messages  of  good-will.  Your 
printer  will  appreciate  your  early  action  and  you 
will  probably  get  a better  bit  of  work  as  well. 

♦ ♦ ♦ 

Philly  Philosopher  meditates:  “Statistics  show 
that  women  live  longer  than  men.  Paint  is  cer- 
tainly a great  preservative.”  — Good  Hardware. 
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A young  woman  walked  into  a bank  the  other 
day  and,  stepping  up  to  the  window,  said : 

“I  would  like  to  open  an  account  at  this  bank, 
please.” 

“We  shall  be  very  glad  to  accommodate  you,” 
said  the  Teller,  “What  amount  do  you  wish  to 
deposit  ?” 

“Oh”,  she  said,  smiling,  “I  mean  a regular 
charge  account  such  as  I have  at  the  department 
stores.”  — Royal  Bank.  Magazine. 

* * * 

Waiter:  “Would  you  like  to  drink  Canada  Dry, 
sir  ? 

Customer:  “I’d  love  to,  but  I’m  only  here  for 

a week.”  — Judge. 

* * * 

UNFINISHED 

A loud  and  objectionable  bore  had  been 
talking  for  hours  about  himself  and  his  achieve- 
ments. 

“I’m  a self-made  man,  that’s  what  I am — a 
self-made  man,”  he  said. 

“You  knocked  off  work  too  soon,”  came  a 
quiet  voice  from  the  corner. 

— Wall  Street  Journal. 
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